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^ blanc-sec \ 

Sip Bacardi before you mix it. 


#WH 

|BU 


BACARDI 


































































“InlO seconds, 
i’ll know everything 
about your Xerox copier...” 



Xerox of Canada Limited 

XEROX 



















Frontlines 

The lunch- 
hour drug 
and other 
legal highs 



The Alternative. 


SkoLWhen the only person 
you want to impress is yourself 





















INTRODUCING 
THE BIC SHOTS 




If you took that roll to 
our new Series 35 developing, you’d 
get back a big 4 x 6 print. 

And you'd really, really like it. 


If you took a toll of 35mm film to 
Potomat for developing, you’d get 
back a 314x5 print. 

And you'd really like it. 




tive.Then painstakingly print every 
detail and nuance. 

The result is a 35mm print with 
brilliant color and clarity. Optimum 
contrast and density. And a borderless 
studio or glossy finish that’s definitely 
the finishing touch. 

No matter what kind of photog¬ 
rapher you are, Series 35 gives you just 
what you need. 

If you’te an expert, Series 35 will 


Custom Series 35. 
Not just bigger. Better. 

Our special Series 35 color print is 
not only 37% bigger than our terrific 
regular-size print. It’s better, too. 

How do we make it better than 
terrific? By taking a little longer. And 
charging a little mote. 

Here's what you get: 

Our most experienced photo¬ 
finishers, in a separate section of our 
own Fotomat processing labs, use all 
their skills to produce a perfect nega¬ 


FOTOMAT 












Make It A Carlsberg. 
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World 

A happier ending 
than Oscar’s 



You can’t tell the 
players without 
a program 

M as£sua?,s=2 












































This 2-letter French word may well be 
the most successful (if not the only] 2-letter 
marketing strategy in the annals of advertising. 

This simple, yet eloquent “le” has 
put Renault’s “Le Car” happily 
in the car-buying public’s 
consciousness. It positions; it 
defines; and for the media-inundated 
consumer, provides an easy, 
memorable handle. Usually it takes many more 
letters and many more words to do all this. 

Happily our little “le” has put across the 
fact that we are the car company of France. 

You can’t blame us for sighing “Vive le ‘le’!” 


Le Fun Car 

mm 


Another 2-letter French word. We believe 
this one laconically sums up our business 
philosophy yet is as eloquent as our “le” in 
indicating how we organise for future growth. 

For that simple “et” expresses the agree¬ 
ments we’ve recently signed with three great 
corporations. That “et” in effect 
proclaims our growth policy of co¬ 
operation for mutual benefit; 
it says that we will work together 
to achieve our independent goals.^^^Wtr j 
Finally, that little “et” says 
we’re not a “take-over” company, but rather, a 
“work-with” company. And so we sigh “ ‘Et’. Bien.” 



RENAULT 


RENAULT 






























































































































The spirit of the Czar lives on. 
Wblischmidt Vodka is here. 


Wolfschniidt Genuine Vodka 








STELLA 

ARTOIS 




HODGE & MARTIN 
&THE ARGOS 


ITS NOT WHETHER YOU WIN OR LOSE 
IT’S HOW YOU PLAY-BY-PLAY. 
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TOP SCORING RADIO 














































Super 

Festival 

79 ! 






































































































GOT IT! TO^ 
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new 


sources or oil 
and natural gas? 


















































Carrington.* First Class. 



